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ABSTRAK 
Persaingan industri fashion saat ini semakin ketat. Hal ini disebabkan 
adanya berbagai perubahan gaya hidup dan tren seiring berjalannya waktu 
yang dapat menjadi ancaman bagi para pelaku usaha Luxury Fashion 
Brand. Oleh karena itu, para pelaku usaha Luxury Fashion Brand berlomba-
lomba membentuk strategi yang sesuai dengan perkembangan zaman 
modern ini agar dapat meningkatkan niat beli dan menjadi lebih unggul 
dibanding para pesaingnya. 
Penelitian ini bertujuan untuk menguji Pengaruh Brand 
Consciousness, Fashion Innovativeness, dan Social Comparison terhadap 
Purchase Intention of Luxury Fashion Goods  di Michael Kors Tunjungan 
Plaza Surabaya. Teknik pengambilan sampel yang digunakan adalah non 
probability sampling dengan cara purposive sampling. Karakteristik 
responden dalam penelitian ini adalah bersedia/ingin membeli produk 
merek Michael Kors, pernah mengunjungi Michael Kors di Tunjungan 
Plaza Surabaya dan berusia minimum 17 tahun. Penelitian ini menggunakan 
150 responden dengan teknik analisis SEM LISREL 8.80. 
Hasil penelitian ini membuktikan bahwa: (1) Brand Consciousness 
berpengaruh positif dan signifikan terhadap Attitude towards Purchasing 
Luxury Fashion Goods.; (2) Fashion Innovativeness berpengaruh positif 
dan signifikan terhadap Attitude towards Purchasing Luxury Fashion 
Goods.; (3) Social Comparison berpengaruh positif dan signifikan terhadap 
Attitude towards Purchasing Luxury Fashion Goods.; (4) Attitude towards 
Purchasing Luxury Fashion Goods berpengaruh positif dan signifikan 
terhadap Purchase Intention of Luxury Fashion Goods di Michael Kors 
Tunjungan Plaza Surabaya. 
 
Kata Kunci: Luxury Brands, Brand Consciousness, Fashion 
Innovativeness, Social Comparison, Attitude, Purchase 
Intention 
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ABSTRACT 
 The competition of today's fashion industry is getting tougher. This 
is due to a variety of lifestyle changes and trends over time that can be a 
threat for business players, Luxury Fashion Brand. Therefore, the owners of 
Luxury Fashion Brand venture to form a strategy according to the 
development of modern time, in order to increase spending power of 
customers and to become greater than its competitors. 
 This study aims to examine the influence of Brand Consciousness, 
Fashion Innovativeness, and Social Comparison to Purchase Intention of 
Luxury Fashion Goods at Michael Kors Tunjungan Plaza Surabaya. The 
sampling technique used is non probability sampling by purposive 
sampling. Characteristics of respondents in this study is willing / want to 
buy products brand Michael Kors, had visited Michael Kors in Tunjungan 
Plaza Surabaya and aged minimum 17 years. This study used 150 
respondents with SEM LISREL 8.80 analysis technique.  
 The results of this study prove that: (1) Brand Consciousness has a 
positive and significant effect on Attitude towards Purchasing Luxury 
Fashion Goods; (2) Fashion Innovativeness has a positive and significant 
influence on Attitude towards Purchasing Luxury Fashion Goods; (3) 
Social Comparison has a positive and significant effect on Attitude towards 
Purchasing Luxury Fashion Goods; (4) Attitude towards Purchasing 
Luxury Fashion Goods has a positive and significant impact on Purchase 
Intention of Luxury Fashion Goods at Michael Kors Tunjungan Plaza 
Surabaya. 
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